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Abstract: The Amphawa floating market is one of the famous cultural heritage destinations in Thailand that has 
attracted both international and domestic tourists visit as it has strongly represented the identity of their culture, 
architecture as well as the way of life. This paper is aimed to investigate the relationship between visitor’s 
perception and  satisfaction with five dimensions of quality of tourism infrastructure provided at Amphawa floating 
market; safety, accessibility, convenient, comfortable, and services. Appropriate statistical analyses used in this 
research are descriptive, Pearson’s Correlation analysis and multiple regressions. The result of descriptive analysis 
shows that visitors’ perception of quality of tourism infrastructure was at a neutral level. However, results from a 
descriptive analysis prove that visitors were satisfied with the tourism infrastructure provided. Moreover, 
Pearson’s correlation analysis demonstrates the relationship among different variables were significant. Also, the 
result from multiple regression analysis shows there were two variables of visitor’s perception (safety dimension 
and accessibility dimension) that are significant with visitors’ satisfaction. 
 




 Nowadays, tourism sector plays an 
important role in the economic system of each 
country. Many countries which? emphasis on 
tourism development and set it as the main 
policy.            In addition, tourism can generate 
much income and also benefit to other 
stakeholders in the area. The uniqueness of a 
country such as topography, environment, 
history as well as culture and heritage in the area 
can attract the arrival of tourists. 
 In Thailand, cultural heritage tourism is 
one of the famous tourism types that can attract 
both domestic and international visitor, for 
example, Ayutthaya and Sukhothai Historical 
Park the culture heritage places that certified by 
UNESCO, but there are not only two places also 
many cultural heritage sites in Thailand that can 
attract the tourist.  In particular cultural heritage 
tourism is tourism type that based on the 
environment and culture of local people, hence, 
the developer and the authority of the area needs 
to consider about the plan of conservation and to 
minimize any form of negative impacts. 
Conserving is one of the local identity and 
uniqueness of an area, is important in order to 
project a profound image of the area as a cultural 
heritage destination. One of the examples is the 
Amphawa floating market. 
 Amphawa floating market, this water-
based community was once the popular cultural 
heritage attraction in Thailand. The floating 
market stretching over a distance of 800 meters 
with accommodation, shop houses and 
restaurant along the Amphawa canal. Moreover, 
on both sides of the canal its show the traditional 
architectures. The buildings on both sides along 
the canal are one store and two stores wooden 
houses and some of the buildings are over than 
100 years old (Siriwan, 2009). In 2002, the 
conservation and regeneration in Amphawa 
community start off with “Pilot Project for 
Environmental Conservation and Development of 
Amphawa Community” and this project is followed 
by TCEP (Thailand Cultural Environment Project) 
from 2003 to 2005 (Peerapan, 2012). According to 
TCEP, this project does not only conserve the 
wooden houses along Amphawa canal, but it also 
regenerates the economics of the community.             
The evening floating market at Amphawa was 
created in 2005 by the Municipality of Amphawa 
and several community groups. In 2008, under 
TCEP project, Amphawa community receives the 
Honorable Mention in the field of cultural 
conservation from UNESCO (UNESCO, 2008). TCEP 
project is successful in the case of Amphawa 
community; the activities under this project have 
brought back the identity and uniqueness of this 
community. The tourism product in this 
community is able to attract many visitors to visit 
this place. After the completion of TCEP project 
and launching of floating market the number of 
tourists increases from 25,000 tourists to more 
than 250,000 tourists in 2008 (Siriwan, 2008). 
The increase in the number of the tourists has 
affected the quality of some infrastructures and 
facilities that are provided to support the tourists. 
The project has proved the inadequacy of 
infrastructure such as the width of walkways on 
both sides of the canal at Amphawa floating 
market is 1.5 -1.8 meters wide, which is only 
enough for two people to walk alongside each 
other. In other word, the existing width of the 
walkway is narrower compared to the standard 
walkway of one square meter per tourist. This is 
because nowadays, the walkway at Amphawa 
floating market is overcrowded with tourist, and 
accommodates up to six tourists per square 
meter (Siriwan, 2009). Although, the Amphawa 
floating market is overcrowded of the tourist and 
it affects to the using of infrastructures and 
facilities, but Amphawa floating market still 
influences the tourist visit to this place. 
Therefore, this paper is going to find out the 
relationship between tourist’s perception and 
satisfaction on quality of tourism infrastructure 
at Amphawa floating market.   
 
Literature Review 
The Visitor’s perceptions  
In the tourism industry, visitor’s 
perception and satisfaction are very important, it 
directly gives effect to the visitor’s experience 
and also assists the operators to plan the 
objective and strategy to respond to the needs 
and wants of the visitors. 
Tourist perceptions give meaning to the 
tourist destination and play an important role in 
relation of sustainability. It is one of the 
important factors that attract tourist visit to the 
place. The value of destination has been 
determined by tourist perception. In terms of 
cultural and heritage tourism, Graham (2000) 
defines people in the present as the creators of 
heritage, and not merely passive receivers or 
transmitters of it as the present creates the 
heritage it requires and manages it for a range of 
contemporary purposes. Some of the authors 
argue tourist perception in term of cultural 
heritage tourism; tourist perceptions are at the 
core of heritage tourism  (Poria et al., 2003). 
However, tourist perception is a key to 
understanding the patterns of tourist behavior. It 
is not so much the artifacts the tourists found or 
observe, but the meaning they ascribe to them. 
Therefore, from the meaning of tourist’s 
perception on the above, we can define that the 
perception of tourist is the feeling that they 
perceived at the destination and it affected their 
experiences.  
 
The Visitor’s Satisfaction 
Tourist satisfaction is a very important 
factor to any tourist destinations and it also gives 
effect directly to the tourism image of the 
destination. Satisfaction of tourists will be 
created after visiting the destination and it is can 
be both positive and negative depending on 
performance of tourism products and services to 
fulfill their exception at the destination. Tourist 
satisfaction or customer satisfaction is defined by 
several researchers, for example; Oliver (1980) 
defines customer satisfaction as an overall 
affective response to a perceived discrepancy 
between prior expectation and perceived 
performance after consumption. Chen (2008) 
defines customer satisfaction that pertains to a 
holistic evaluation after a service delivery 
experience, and acts as a consequence of 
satisfaction with individual attributes. Wang et al., 
(2004) defines tourist satisfaction as a feeling 
which is generated both by cognitive and 
emotional aspects of tourism activities as well as 
an accumulated evaluation of various components 
and features of the destination. However, tourists‟ 
satisfaction can be affected by many factors 
depending on their perception on the value of the 
destination attribute. The relationship between 
tourists “perception and tourists” satisfaction is 
very important; it can reflex the quality of tourism 
in each destination, meanwhile, perceive value and 
satisfaction had been suggested as an important 
factor that explain the loyalty behavior of tourist. 
Moreover, there were many researchers explained 
about tourists‟ satisfaction based on demographic 
characteristic.  
 
Tourism Infrastructure  
Nowadays, the tourism sector is the largest 
sector that generates more income for each 
country; tourism includes any activities of people 
who travel or stay outside from their own place 
purpose for leisure or others, many tourism 
products have been provided to accommodate and 
respond to the tourist needs and wants as well as 
tourism infrastructure and facility. Tourism 
infrastructure is considered as the part of the 
tourism industry, it is the basis for tourism 
development and also second importance to 
tourist attraction of the destination. To 
accommodate the tourist to travel within their 
country or other country, transportation 
infrastructure is very important whether it is 
travelling by road, air or water as well as railways. 
In addition to transport infrastructure, the basic 
infrastructures such as water supply, electricity, 
waste disposal and communications systems are 
requiring the same with the local resident (Dwyer 
& Forsyth, 2006). Ritchie and Crouch (2005) noted 
by Dwyer & Forsyth define public infrastructures, 
which are inclusive of public safety, medical 
system, education system and other services that 
support the resident and tourism demand. 
Parsons (2009) defined tourism infrastructure as 
infrastructure which is related to tourism such as 
cultural facilities, infrastructure that investment in 
the tourism sectors by private sector and travel 
information center. Tourism in India, tourism 
infrastructures are the establishments which 
provided to accommodate the visitors, several 
infrastructures such as water supply, power, 
telecommunication, road and some sectors that 
are related to accommodate the tourists are 
considered as tourism infrastructure 
(Business.mapsofindia.com, 2011).  
Moreover, basic infrastructure 
components in India such as airport, railway, the 
waste deposal system as well as facilities like 
accommodation, restaurant, and recreational 
area also are considered as tourism 
infrastructure. Therefore, the tourism 
infrastructures can be defined as the 
infrastructures that provided at the destination 
to accommodate the tourist as well as the local 
resident and public. 
 
Relationship between the Quality of Tourism 
Infrastructures and Facilities to the Tourist 
Satisfaction 
 To understand the tourist attitude and 
behavior after they visited a cultural heritage 
destination, there is a need to study the 
relationship between tourist satisfaction and 
destination attribute from their opinion (Huh, 
2002). Tourism infrastructure and facility are 
one of the destination contributions to 
accommodate the tourists as it may influence the 
tourist motivation and also gives effect to their 
satisfaction. According to Huh, the tourists might 
buy more products and revisit the destination 
when they are satisfied with the product and 
destination attributes as well as presentation of 
the information to their friends or other tourists 
(Huh, 2002). There were several previous 
researches that have been done to tourist 
satisfaction with cultural heritage tourism. This 
research will select the previous researches 
which are similar to the topic. T.Milton et al., 
(2013), reported their research on tourist 
satisfaction with cultural heritage site at 
Madaurai. After the study is done, they find out 
that the tourists’ satisfaction depends on the 
expectations and perceptions. The visitors are 
satisfied about the destination and services 
provided to tourists despite certain shortfalls. 
The suggestions provided by the visitors not only 
improve the tourists‟ satisfaction, but also 
increase the local revenue. Ghosh & Sofique, 
(2012), highlights the identification of tourists 
characteristics and an investigation of the 
relationship between the attributes and tourists’ 
satisfaction. As a result, the attraction is found in 
West Bengal, which has a great influence on the 
tourists’ satisfaction of cultural heritage 
destinations. Vanessa Gaffar et al., (2011), report 
their study about the characteristics of tourists 
visiting the tourist attractions of cultural heritage 
tourism in Indonesia and Thailand. After the study 
is done, it is found that the tourists who visit a 
cultural heritage site in Indonesia are younger 
than the tourist who visit a cultural heritage site in 
Thailand. Male and female tourists have no 
significant differences as both of them prefer to 
visit cultural heritage sites even though they have 
different opinions to visit cultural heritage site. 
Furthermore, they found that the activities are the 
main factors which influence the tourists to visit 
cultural heritage of both Indonesia and Thailand. 
Seubsamarn, K. (2009), found the overall tourist 
satisfaction that visits homestay at cultural 
heritage sites in Thailand is at its high level. 
Demographic characteristic of tourist would be a 
key indicator of tourists overall satisfaction. 
Cultural heritage attributes and tourists’ 
motivation would be the predictors of overall 
satisfaction of the tourists. Sivesan, S. (2012), 
reported that heritage most of the factors which 
influence tourist satisfaction in Sri Lanka, are the 
heritage attributes (85%) and few influences of 
other factors. According to Huh, J. (2002), as a 
result of his thesis presented an overall tourist 
satisfaction with cultural heritage at Virginia 
Historic Triangle is at its highest level. 
Demographic characteristic of tourists is 
influenced by destination attributed. Moreover, 
the tourists who have previous experience are 
more satisfied than the tourists who are without 
previous experience. Homsud & Samransart 
(2012), finds the factors that influence 
international tourists to select culture heritage of 
Phuket Island are its uniqueness of heritage and 
cultural traditions, uniqueness of heritage and 
cultural tourist attractions, and image of heritage 
and cultural tourist activities. Arrey, (2009), 
reports the result of study of tourists’ satisfaction 
with cultural tourism festival in Nigeria, which is 
the cultural tourism festival attribute that has a 
significant effect on overall tourists’ satisfaction. 
However, the tourist demographic characteristic 
does not affect the tourists’ satisfaction. Cole & 
Illum (2006), explain the tourists who participate 
in cultural or historical events are considered with 
their experience on performance, quality and 
overall satisfaction, thus that event explains why 
physical building and infrastructures are less 
important. Xu (2010), find the involvement seems 
like an important element for tourists to consume 
tourism festival products. For the tourists who 
intend to experience certain cultural or historical 
events, the participation might have influenced 






This research, five dimensions of quality 
of tourism infrastructures and facilities at 
Amphawa floating market were used to 
investigate the relationship between the visitor’s 
perception and satisfaction. In terms of quality of 
safety dimension and quality of services 
dimension were adopted from Surat 
Supitchayangkool (2012), quality of accessibility 
dimension was adopted from Mukhles Al-
Ababneh (2013), quality of convenient 
dimension and quality of comfortable dimension 
were adopted from Atila Yuksel and Fisun Yuksel 
(2000).  
 
The Population and Data collection 
This study is quantitative in nature that 
uses a questionnaire as a main research 
instrument. In line with this, the study is 
designed to identify the relationships among 
independent variables and dependent variables. 
The survey is conducted for one month at 
Amphawa floating market; it is approximately 
800 meters along both sides of the Amphawa 
floating market, starting from the mouth of the 
canal to Wat Phayayat and parking lot also 
included, the amounts of 400 questionnaires 
were prepared to obtain relevant data in the 
Amphawa floating market. The respondents in 
this research will focus on the visitors who visit 
the Amphawa floating market during January 
2013. To achieve this research, domestic and 
international visitors are selected to be the 
respondents to participate in the survey, thus the 
respondents are selected by using quota 
sampling approach. 
This survey divided the respondents into 
two groups, which were the respondents who 
travelled for one day trip and the respondents 
who stayed over night trip. Distribution of 
questionnaire which was conducted, start from 3 
pm to 8 pm on Friday to Sunday during 
Amphawa floating market opened. The visitors 
who were under eight teen years old were 
automatic rejected to respond this study. The 
preparation of 400 questionnaires for the 
respondent at Amphawa floating market; 273 
questionnaires were returned, 262 
questionnaires were analyzed. Unused 
questionnaires included unfinished and missing 
sections either part of the questionnaire were 
dropped out. 
 
The Statistic of Analysis 
To determine the relationship between 
the visitor’s perception and satisfaction on the 
quality of tourism infrastructure and facilities in 
this research, Descriptive analysis, Pearson’s 
correlation analysis, and Multiple regression 
analysis were used to analyze the data which 
gathered from the visitors at Amphawa floating 
market. The results of analysis describing the 
relationship between the visitor’s perception and 
satisfaction on quality of tourism infrastructures 
and facilities at  the Amphawa floating market. 
 
The result of data analysis 
The findings in table 1 showed that 
72.90% of the visitors pointed out that they were 
satisfied and very satisfied with quality of tourism 
infrastructures and facilities in the Amphawa 
floating market, 27.10% pointed out that they 
were neutral and no tourists pointed out that they 
were dissatisfied and very dissatisfied. 
 
Table 1 Overall Visitors’ Satisfaction with Quality 
of Tourism Infrastructures and 
Facilities in the Amphawa floating 
market (N=262) 




1 0 0 
Dissatisfied  2 0 0 
Neutral  3 71 27.10 
Satisfied  4 140 53.40 
Very 
satisfied  
5 51 19.50 
Note: Overall satisfaction scale range from 1 very 
dissatisfied to 5 very satisfied  
 
According to results of table 2 show the 
mean value of overall visitors’ satisfaction with 
quality of tourism infrastructures and facilities 
was 3.92 and standard deviation in this statistic 
was 0.68, therefore, the overall visitors’ 
satisfaction with quality of tourism infrastructures 
and facilities in the Amphawa floating market was 
at satisfied level. 
 
Table 2 Descriptive Statistic among Variables of 
Overall Visitor’s Satisfaction with 
Tourism Infrastructures  and Facilities 
(N=262)  
 
Variable Mean SD 
Overall tourist satisfaction  3.92 0.68 
 
 According to results of descriptive 
analyzed in table 3, all of the variables based on        
5-likert scale showed the results of the visitor’s 
perception on quality of tourism infrastructures 
and facilities, mean value of this statistic showed 
the highest value of all variable ranges from 3.50 
to 3.27 respectively from the perception of quality 
of safety to quality of services.              In addition 
to compare mean value, this study was used 
absolute criteria (Best, 1981) it showed the ratio 
of mean value range from 1-1.5 was considered 
at very low level, 1.51-2.50 considered at low 
level, 2.51-3.50 considered at a neutral level, 
3.51- 4.50 considered at a high level and 4.51-
5.00 considered at very high level. Therefore, the 
variables that were considered at a high level 
where perception of quality of safety 
(Mean=3.41), perception of quality of 
accessibility (Mean=3.50) and perception of 
quality of services (Mean=3.40) other variables 
were considered at a neutral level, the perception 
of quality of convenience (Mean=3.28) and 
perception of quality of comfortable 
(Mean=3.27). However, the average mean value 
of all variables (Mean=3.37) was at a neutral 
level. Therefore, the results of the analysis show 
that the visitors who visited the Amphawa 
floating market were considered an experiences 
and tourism products more important than 
quality of tourism infrastructures. 
Table 3: Descriptive Statistic among Variables of 
Quality of Infrastructure 
Variable Mean SD Ranking 
1.  Perceived 
quality of 
security 
3.41 0.41 2 
2.   Perceived 
quality of 
accessibility 
3.50 0.47 1 
3.  Perceived 
quality of 
convenience 
3.28 0.54 4 
4.  Perceived 
quality of 
comfortable 
3.27 0.53 5 
5.  Perceived 
quality of 
services 
3.40 0.51 3 
Average mean of 
all variable 
3.37 0.49  
 
To investigate the relationship between 
the variables, Pearson’s correlation was used to 
analyze the data in this research. The result in 
table 4 showed that a result of Tolerance and VIF 
(in Appendix) both of them did not find 
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.74** .78** 1 
Correlation is significant at the 0.01 level (2-tailed). 
Note: (*) significant at 0.05 level, (**) significant at 0.01 
level, (***) significant at 0.001 level 
 
To explain more of the visitor’s satisfaction 
level on quality of tourism infrastructure multiple 
regression analysis was used to find the 
relationship between the visitor’s perception and 
satisfaction in table 5. 
 
Table 5. Relationship between Tourist’s 
Perception and Tourist’s Satisfaction 
Variable Satisfaction with Quality of 
Tourism Infrastructure 
 β t 
Control variable   
Safety .28 4.08*** 
Accessibility .20 2.24** 
Convenient -.05 -.42 
Comfortable .10 .91 
Service .09 .95 
R2 .31  
Adjusted R2 .30  
F value 22.95***  
 
As a result of analysis of this research 
describe, even the perception of visitors of quality 
of tourism infrastructure were at neutral level 
(table 3), but the visitors still satisfied with quality 
of tourism infrastructures which provided at 
Amphawa floating market (table 2). At the same 
time, after study the relationship between the 
visitor’s perception and satisfaction found that 
there were only two dimensions (safety and 
accessibility) that influenced the visitor’s 
satisfaction of quality of tourism infrastructure in 
the Amphawa floating market. Therefore, the 
quality of tourism infrastructures and facilities did 
not affect to the visitors’ satisfaction with tourism 
attribute which provided in the Amphawa floating 
market. According to Arrey (2009), the cultural 
tourism festival attributes have a significant effect 
on overall visitor’s satisfaction and also Sivesan, S. 
(2012) that most of the factors which influenced 
visitor’s satisfaction were heritage attributes. 
Discussion and Conclusion 
After studying the relationship between 
the visitor’s perception and satisfaction, the 
statistic showed that only two variables of the 
visitor’s perception (safety and accessibility) had 
significantly with visitor’s satisfaction. As a 
result, the visitors were satisfied with quality of 
tourism infrastructures in the Amphawa floating 
market even though their perception of quality 
were at a neutral level. However, it seems like the 
quality of tourism infrastructures were not 
important factor that affected to their 
satisfaction. 
As a result, the visitors were satisfied 
with quality of tourism infrastructures in the 
Amphawa floating market even though their 
perception of quality were at a neutral level. This 
finding is similar with Xu (2010), found the 
involvement seems like an important element for 
the visitors to consumption tourism festival 
products. The visitor who intent on experiencing 
certain cultural or historical events the 
participation might have influenced them more 
than the heritage building (Xu, 2010). Cole & 
Illum (2006), explained the tourists who 
participated cultural or historical events were 
consider their experience on performance quality 
and overall satisfaction, thus that event explains 
why physical building and infrastructures is less 
important (Cole & Illum, 2006). 
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